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Relationship Between Synergistic Cooperation and 
Dynamic Capability to The Business Performance
A Literature Review from Resource Based View Perspective
Abstract— This The synergy of cooperation and dynamic
capability has effects to the business performance through the 
strategies of supplier network and business development. This 
recent paper is a literature review that aims to map the 
relationship or various variables models between the sinergies of 
cooperation, dynamic capability, business performance, supplier 
network strategy and business development strategy, as well as to 
further examine the causal effects among those variables, 
specifically on how is the business performance affected by the 
synergy of cooperation and dynamic capability through the 
strategies between the variables above, how business 
performance is influenced synergy of cooperation and dynamic
capability through supplier network strategy and business 
development strategy.
Keywords-component; Synergy of Cooperation, Dynamic 
Capability, Business Performance, Supplier Network Strategy,
Business Development Strategy
I. INTRODUCTION 
It is quite problematic for a company to compete with 
its competitors without competitive advantages. Competitive
advantages cannot be separated from company performance. 
Business performance, as the objective of research discussed 
in this paper, can be understood as media to measure the 
outcomes that have been achieved by the company during a 
certain period of time. Whether the improvement efforts done 
by the company during a certain time has brought positive 
effect to the company or not can be revealed by measuring the 
business performance. 
The source of competitive advantages of a company 
can be either from resources and capability available for the 
company (internal factors) or from the industrial situation 
where the company is located (external factors). Besides those 
two sources, business performance is also influenced by the 
factors of synergy of cooperation, dynamic capability, supplier 
network strategy and business development strategy.  
Cooperation between organizations that are built on 
the foundation of resources differences and capability will 
strengthen the synergy among organizations that are involved in 
the cooperation. [1]. Such differences will create effect of 
synergy to the cooperated companies, since all cooperated 
parties can share in equity and activities in order to avoid 
duplication of equity holdings and activity [2]. Sharing the use 
of assets and the consequences of such activities will result in 
consequences of minimizing the risk, generating cost savings, 
and overall will tend to get bigger results and will create a new 
competitive advantage which has not been possessed 
previously [3]. In addition to cooperation between 
organizations, the way a company gains sustainable 
competitive advantage is to develop organizational capability 
[4]. Definition of capability is the ability to enhance the 
action). The expected capability is dynamic capability.
Dynamic capability is the capacity to extract the current 
resource capability to become future resource capability 
through the development of new competencies.
Furthermore, the role of supply network to the company 
is as a medium where a company can more actively and 
optimally play its role in managing and operating supplier 
network that covers the product designing, production, 
supplying, marketing and distributing, in which all of the 
elements are coordinated and adjusted with the condition of 
environment and the market [5].
One of the strategies of business development is to do 
market penetration. Market penetration can be done by sales 
types of old products in large quantities to the old market, or 
in other words, if the number of production is increased, it can 
still be accepted and absorbed by the existing market. If 
market demand is bigger than the product produced by the 
company, then the company must respond the demand by 
exploiting these opportunities. Another factors associated with 
this increased production and market penetration are logistics, 
production process, employment and finance which will also 
develop [6].
There are several related researchers on the 
cooperation synergy to develop business performance. 
However, in this research the researcher focuses more on the 
supplier network strategy and business development strategy 
to develop business performance. Since supplier network 
strategy is being emphasized on low cost, customer growth and 
an increase in the sales and company can play its role more 
actively and optimally in managing and operating the supplier 
network. In order to develop the strategy of business 
development, the integration of business capability, 
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management of resource and control of market situation are 
required [7] [8] [9]. 
Therefore, this review is aimed at connecting between 
the synergies of cooperation, dynamic capability, business 
performance, supplier network strategy and business 
development strategy. This mapping is expected to give 
contribution theoretically and practically. Theoretically, this 
research contributes as reference for thoughts and theories 
enrichment in the scope of market based view and resources 
based view. Practically, this research can contribute as 
literature for practitioners to select what can be developed in 
cooperation with concerned parties, in particular, within the 
context of relational exchange in order to run the relationship 
between companies of organization.  
II. THE LITERATURE REVIEW 
A. Definition of strategy management and
resource based view
This research is in line with the field of strategy 
management and focuses on the perspective of Resource-
Based Theory of the Firm (RBT). Resources Based Theory of 
the Firm (RBT) in the conception of strategic management 
emphasizes on the importance of resources and business 
capability which, if well managed, can result in the abilities to 
produce a rate of return above normal, and therefore it can be 
a strategic instrument to generate sustainable competitive 
advantage [10]. 
The connection between research variables which are 
synergy of cooperation, supplier network strategy, dynamic 
capability, business performance and strategy of business 
development with the RBT will be briefly described in this 
paper. Cooperation in the organization means working 
together to achieve a common goal, a process of working 
together with other parties to always achieve better than the 
destination that has been agreed upon or set together [11]. In 
relation to RBT, it can be explained that in the cooperation 
process, what should put into consideration is the management 
of resources and company capability of each company to 
achieve a common goal. Supplier network strategy is related 
to optimalization and integration. The application of supplier 
network strategy is supply chain that can give real change to 
the company revenues through emphasis on low cost, 
customer growth and increased on sales. In the perspective of 
RBT, customer growth can be obtained by determining an area 
in the industry (or other industry) where the company can 
exploit its power to take the already existing opportunities. 
Capability is capacity of a company to use its integrated 
resources in order to achieve the expected common goal [12]. 
Based on RBT, it can be stated that internal resources can be 
used for strategic decision making. One of business 
development strategies is market expansion. Based on RBT, 
the strategy is done by allocating resources to market needs 
where a competitor’s capability fails to meet, in order to give 
effective results for the company.  
B. The Synergy of Cooperation
Cooperation is an association between two or more 
entities (people or organizations) to achieve one or more 
common goals. In the context of sociology, Chris Lucas 
clarifies that humans are social creatures who need other 
individuals, humans are member of a set of others: group, 
association or institution. Therefore, cooperation is natural, 
human needs as a social creature, which no one can escape 
from “the needs of others” [13]. 
Cooperation in organization can be defined as 
working together for a common goal, a process of working 
together with others to always achieve better than what has 
already been agreed upon or set together [12]. Furthermore, an 
organization is not an entity that stands alone, yet it needs to 
cooperate with other parties [14]. Such organization will 
compete with each other to achieve their goals, although they 
are in a position of working together to achieve common goals 
[15], [16], [17]. Likewise, the cooperation among 
organizations covers from simple connection efforts such as 
exchange of information to complex connection efforts such as 
production of joint product [18]. These efforts can include 
very broad activities, and establish a continuum of activities 
among partners.  
C. Supplier Network Strategy
A relationship built by a company in its environment 
and its participation in interpersonal relationship of its 
network is included in an environmental approach. 
Horizontally, network intensity can be seen in the environment 
that is surrounding the company. It can also be interpreted as 
indirect indicator of organizational relationship and 
communication that belong to the company [19]. 
The instruments for supplier network strategy in this 
research are retail confidence to suppliers, supplier 
communication and the dynamics of the environment [20]. 
 Trust in Cooperation
Trust is a complex thing that covers integrity, 
reliability, and credibility in a group when it is placed with 
others. The rapid changes of environment in competition 
require companies to be creative and flexible in competing 
with competitors in the market. Trust is portrayed as 
confidence gained when a party is trusted as a credible 
partner that has integrity. Trust is also defined as a desire to 
rely on a credible working partner [21]. In those definitions, 
the focus of trust is on individual trust (retail customers) to 
other individuals (supplier representation)[22]. Retailers’ 
trust to the supplier affects the long term orientation of 
retailers in three ways: (1) it reduces the perception of risk 
which is associated with opportunistic behavior by 
suppliers; (2) it increases the retailers’ belief that short-term 
inequalities will be solved in a long period, and (3) it 
reduces transaction costs in the exchange relationship [23]. 
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 Communication in Cooperation
Communication within supplier network can 
contribute to business development by solving perceptions 
that can lead to disputes and fulfilling expectations. 
Perception of cooperation partner is related to its own 
cooperation experiences, such as communication within 
supplier network, high quality, punctuality, and credible, 
which will be resulted in high trust [24]. Furthermore, it is 
also found out that communication is closely related to the 
performance of supplier network. The indicator of 
communication between supplier and retail in this research 
is by using two-way communication, formal 
communication and frequency of communication [25]. 
 The Dynamics of Environment
A well managed process of development strategy 
in marketing generally and in distribution specifically, will 
be determined by awareness of studying factors of 
environment supports and threats that are surrounding the 
company [26]. Studies on environment can lead the 
management to scan the factors of environment supports 
and threats. Companies have developed various approaches 
to reposition their competitive priorities in order to face their 
dynamic environment. One of the approaches is a well 
managed distribution process planning to achieve the 
primary goal of marketing performance [27].   
There are eight factors of strategic environment, 
which are competitor, customer (supplier), technology, 
regulation, economy, socioculture, and international. The 
company can define the intrinsic environment, firstly, into 
forms of environmental pressures faced by the company, 
and secondly, into the ability to adapt or adjust itself 
through its managerial capability in order to reduce or 
manipulate the environment influences [28].  
There are two aspects of company 
environmental studies that state that one of the 
environmental aspects needs to be put into consideration 
is pressure and support of environment to the organization 
performance [29]. Environmental pressures can be 
understood by critical studies on the level of environment 
dynamics, which can be recognized through three factors: 
environment hostility, environment complexity, and 
environment volatility. 
D. Dynamic Capability
Dynamic capability is the ability to extract current 
resources into becoming future resources through new 
competencies development. Thus, dynamic capability will 
cover two elements: (1) capability to explore new things 
(exploitation capability) and (2) capability to build new things 
(building capability) [30]. Exploitation capability is a thing 
related to capacities of widely exploring resources generation 
to be more specific, difficult to imitate, and able to create 
profit for the organization. Building capability covers the  
abilities of having wide capacities through learning process in 
other organization, development of new skills, or revitalizing 
the already possessed skills in order to adjust the skills to the 
new demanding tasks that are in line with recent or nowadays 
situations.  
E. Business Development Strategy
Business development is required in order to increase 
revenues for the company. Many efforts can be done to 
expand and widen the business, one of which is to expand the 
already existing business. This effort must still be related to 
the capabilities of company, management and market 
situation. Market penetration is significant for developing 
market [31]. Nevertheless, market penetration has its limit, 
and once the market penetration is saturated, another strategy 
must be designed in order to develop the company, such as 
market expansion, product development, product 
differentiation, and national and international expansion level.  
G. Business Performance
Measuring the performance is a complex effort and 
huge challenge for a researcher [32]. This is complex and 
challenging since as a construct, performance is 
multidimensional so that the use of single measurement cannot 
be provide comprehensive understanding for performance. In 
other related research, marketing performance can be 
measured by the dimension of sales volume, customer growth 
and profit and added by profitability, customer growth and 
sales volume [33]. 
Business performance can be understood as a 
medium to measure the achieved results of a company during 
a certain period of time. From measuring the business 
performance, it can be known whether the improvement 
efforts already done by the company have positive effects to 
the company itself. Companies have different ways of 
measuring their business performances. Still, the performance 
measuring process basically can be categorized into two 
primary categories, which are the measuring of financial 
performance and the measuring of marketing performance 
[34]. 
Two indicators can be used in measuring financial 
performance, which are Return on assets (ROA) and Return on 
Sales (ROS). ROA is a comparison between gained net profit 
and total asset owned by the company, while ROS is a 
comparison between gained net profit and total sales done by 
the company [35]. 
The second measuring is done for marketing 
performance of the company. Marketing performance is a 
factor that is often used to measure the effect of strategy 
applied by the company [36]. Company strategy is always 
directed to result in good marketing performance (such as 
sales volume and level of sales growth) and financial 
performance. Marketing strategy is a fundamental tool, 
designed to achieve marketing objective which is optimum 
sales by developing product advantage in order to compete in 
penetrated market and program that is used to serve the target 
market [37]. 
12
GSTF Journal on Business Review (GBR) Vol.4 No.3, June 2016
©The Author(s) 2016. This article is published with open access by the GSTF.
Furthermore, efficiency talks about the productivity 
and profitability [38]. Profitability is a measuring tool to see 
financial efficiency in a company in form of Return on 
investment (ROI), liquidity leverage and Growth pattern in 
profits. The main cause of distributor inefficiency is largely 
due to the drastic increase in sales that leads to the non-
fulfillment of customer request [39].  
Thus, from the description above, it can be concluded 
that the variables in this research can be explained in detail in 
the indicators below: 
Table 1. Research Variables and Indicators 
III. RELATIONSHIP AMONG VARIABLES AND CONCEPTUAL 
FRAMEWORKS
Resources of a company are one of internal factors
that can contribute to the successful of a company in a 
competition with its competitors [40]. The intended capability 
refers to activities of a company in running its businesses.  
Cooperation in organization refers to working 
together to achieve common goal, a process of working 
together with other parties in order to always achieve better 
than objectives that has been agreed upon or set together [41]. 
The role of supply network for the company is as 
medium in which a company can play its role more actively 
and optimally in managing and operating the supplier network, 
which covers product designing, producing, supplying, 
markeing and distributing, and all of those elements are 
coordinated and adjusted with the condition of environment 
and market [43]. 
Capability enables the company is able to “create and 
exploit external opportunities and develop sustainable 
competitives when used with insights and skills” [44]. 
Capability is identical with capacity, expertise and knowledge 
of organization members, identical with ability to provide 
strategic and creative solutions based on knowledge, science 
and technology for the company.  
Company performances in general and competitive 
advantages are benchmarks of successful level and 
development of small companies. Measuring the return on 
investment, growth, volume, profit and employment in a 
company is generally conducted to measure company 
performance [45]. 
Based on the above explanation, the conceptual 
framework can be generated as in Figure 3.1:  
The Relation between Synergistic Cooperation and 
Business Development Strategy 
Synergistic Cooperation can be conducted by 
building continuous efforts through a combination of 
cooperation and competition which is usually called by 
"coopetition". This strategic medium appears from a long term 
agreement in which the competitor and complementary actor 
will learn and take part in the market before their final 
consumer. Synergistic Cooperation can also be used to 
broaden the business by expanding the market which aims on 
supplementary market or geographical segmentation. 
Supported by this cooperation, competitor and complementary 
actor may expand their market in the same geographical area. 
The relation between Dynamic Capability and Business 
Development Strategy 
Corporate expansion with scale multiplication may be 
enacted with production scale, work force, technology, 
business station, distribution system and networking. To 
accomplish this vision, dynamic capability is required by 
exposing all skills, proficiencies, knowledge from 
organization members, strategic and creative (based on 
knowledge and technology) solutions for the corporate. 
The relation between Synergistic Cooperation and 
Business Performance 
Business performance acts as a general determinant to 
assess the impact of corporate strategy which is the 
functioning of synergistic cooperation conducive to generate 
long-term relationship that arrives from the number of parties 
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withstand in the cooperation and also the asset of positional 
competition for the corporate. 
The relation between Synergistic Cooperation and Supply 
Network Strategy 
The dynamic capability requires to be enhanced by 
extracting present resource capabilities toward expected 
resource (new competencies development). Owing to this 
enhancement, supply network for the corporate can be 
developed so that the supply network management and 
procedure (product design, supplier production, marketing 
and distribution) can be regulated more actively by the 
corporate. 
The relation between Business Development Strategy and 
Business Performance 
Business Development Strategy can be executed with 
market penetration by selling old products (in a vast number) 
toward old market. In other words, if the production is 
increased, it is still accepted and consumed by the existed 
market. This strategy may escalate the business performance 
as a result of sales turnover increment. 
The relation between Supply Network Strategy and 
Business Development Strategy  
Distribution and network system can be expanded in 
order to develop the corporate. This expansion requires supply 
network strategy through supply network management and 
procedure (product design, supplier production, marketing 
and distribution) which are coordinated adjusted with market 
condition.    
Figure 3.1. Conceptual Framework 
5. SUGGESTION FOR FUTURE RESEARCH
For the next research, this literature review can be 
implemented in an advanced research with various objects of 
research and different methods of implementation. The object 
of research can be ranged from small and medium, to highly 
growth company. The method implemented can either be 
qualitative explorative such as study case, or be quantitative 
theme such as structural equations modeling.  
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